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PHILIP MORRIS USA INTER-OFFICE CORRESPONDENCE 

’ 120 PARK AVENUE, NEW YORK, NY 10017-5592 

to: Chandra Greer date: December 14, 1994 

, a A 

from: Rodney Robinson.y 

subject: Merit June Promotion Brief 


This requests creative development for the June 1995 promotional window. 
Overview 

In June 1995, the Merit brand will introduce the “Have You Got Merit 
Challenge". The goal of the promotion is to encourage trial of Merit among 
competitive smokers. We plan to communicate this through direct mail, retail, 
and the "switching stations", or mobile taste challenge centers. 

Importantly, the thrust of the promotion will be offensive in nature. Since 
competitive smokers present an growth opportunity for the brand and trial 
among them is low, the promotion will encourage smokers to take the Merit 
challenge and offer trial. 


The switching station concept will be introduced on a limited basis in a few 
Merit test markets. While the actual event is not yet finalized, the concept 
^ will be to give Merit a big brand image and encourage trial/switching among 
low tar smokers. We'll be meeting with promotion agencies this month on the 
big idea for switching stations. 


Separately, a defensive direct mail program to current Merit smokers will 
drop in the June window. This element is separate from the offensive program 
elements of retail, offensive direct, and switching stations. A creative brief 
is attached. 


Detail of all the promotions are attached. 


Request 

Please develop an overall look for the promotion window. Specifically, focus 
on pencils for the offensive and defensive direct, and header cards/posters and 
the pack and carton deals for the retail promotion. Let's shoot for pencils w/o 


1/15. 


Please cal! with questions. 
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Program objective: 

- Encourage Trial of Merit 
“ Gain in-store visibility 

Retail Strategy: 

- Offer B2GIF and Buy carton, get 1/2 carton promotion. 

o Selected packings 

Communication objectives 

1. "Take the Merit Challenge" 

2. Free Product offer on Merit 

3. Bounce back offer (carton promotion only) 

Elements 

Pack promotion 

20 deal pack display 
Poster' 

Dangler 
B--Strip 
B-Sides 
R-Header 

B2G1F paper sleeve w/name generation panel. 


Carton Promotion 

30 deal carton display 
Poster 
Dangler 

1/2 carton sleeve 
Carton Insert with premium offer. 

Program Details 

Promotion will feature the following packings: 

Merit King SP Merit Ultima 10G SP 

Merit Ultra Lights King SP Merit Ultima Kings SP 
Merit 100 SP 

Merit Ultra Lights 100 SP 

Merit Ultra Lights King Box {Rl only) 

Merit King Box (Rl only) 

Merit Ultima King Box (Rl Only) 

Merit Ultima 100 Box (Rl Only) 

These packings covers approximate'r 7 7 Merit's volirv . Pt . n will produce the sleeves 

assembly and tax stamping of the ; Auct will occur at wi = .-.ie distributor. 

The carton insert will offer a low UPC value premium item linked 
to the defensive direct mail program. 

A disk is include which has the actual layout sice for the items. 
Printout pages are attached (fit to page). 

Timing 

Pencils: 1/15 

Art and Keylines Due: 2/30 
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Offensive Direct Mail 


Background: In line with the promotion theme, this should be a 

hard-hitting offensive program to competitive smokers. 


Program Objective: 

Peak Awareness/Encourage trial of Merit from full flavor and low 
tar smokers. 


Communication Objectives: 

1. Take the Merit Challenge. 

2. Educate the consumer on packing by tar level. 

i.e.- Tell full-flavor smokers to try Parent, flavor low 
smokers to MUL, etc. 

3. Use these coupons to make the switch to great taste at every 
level of low tar. 


Program Details: 

- Drop date- June 15, 1995 

- Coupons 

1- BlGIF 

2- $2.00 off carton 

-- Expiration date- August 31, 1995 

- Survey 

- Circulation 1.OMM competitive smokers 

- Budget - $0.75 


Timing 

Pencils 1/15 

Art and Keylines Due: May 1, 1995 
Drop Date: June 15, 1995 
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Defensive Direct Mail 


Background: Since this is a defensive mailing and we don't need 

to preach to the converted, we need a defensive theme. We may 
choose to continue Merit Awards, since the Merit /wards I program 
will have just ended (May 31, 1995}. Please consider other themes 
like "It's time for Merit" or "Celebrate with Merit". These two 
examples lend themselves to solid continuity items (watch/bar-b- 
que grill, etc.). 

Please also recommend continuity items (values below) that fit 
within the theme. 

Program Objective: 

- Maintain loyalty among Merit franchise smokers via continuity 

- Deliver coupons. 

- Requalify and generate new names. 

Communication Objectives: 

1. Reward our smokers for smoking Merit. 

2. Flavor at every level of low tar. 

3. Encourage communication via survey and RAF. 

i.e. for the RAF, encourage Merit smokers to spread the good 
news of Merit to their friends. 

Program Details: 

-Drop date- June 15, 1995 
-Coupons 


Ultra Loyal: 

3-$l.00 

off 

carton 

or 

4 

packs 

Loyal: 

3-$l.50 

off 

carton 

or 

4 

packs 

Vulnerable: 

3 -$2,00 

off 

carton 

or 

4 

packs 

Unknown; 

3-$2.00 

off 

carton 

or 

4 

packs 


-Premium Items (3) 

Price ranges: Low- $3.00 
Medium- $9.00 
High- $23.00 

Please note that the expiration date of the program is August 
31, so the high value item cannot have a UPC value of more 
than 135 pack UPCs. 

-Refer a friend 

-Circ. 1.0MM Merit smokers 

-Budget $0.75 


Timing; 

Same as Offensive Direct. 


to 

CO 
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